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Abstract 
This dissertation was written as a part of the MSc in E-business and digital marketing 
at the International Hellenic University. In this world of digitization, digital marketing 
is a vogue that is sweeping across the whole world. Applying a digital marketing 
strategy to a small company provides an integrated mix of internal marketing solutions, 
including a wide range of strategic, creative and production services designed to grow 
your business. The forward thinking, customer-centric approach enables brands and 
businesses to expand their digital presence and customer base in their respective market 
to achieve desired marketing goals. In this thesis, we conducted a systematic literature 
review with the aim of pointing out what means digital transformation to a small 
company, what is the e-commerce, google analytics. Using different tools, we identified 
how we can design and implement the digital marketing of products of an eshop 
Fashiontrend.gr (SEO). At the end, we discuss our results and future directions of this 
journey. 
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Introduction 
The nature of businesses has changed, since digital media entered the business domain. 
This transformation has not been easy. In recent years, firms in almost all industries 
explore new digital technologies and exploit their benefits. This includes 
transformations of key business operations and affects products and processes, as well 
as organizational structures and management concepts. Firms need to establish 
management practices to face these complex transformations. The key solution is to 
formulate a digital transformation strategy that will integrate the entire coordination, 
prioritization, and implementation of digital transformations within a firm. 
Large parts of companies are affected by the integration and exploitation of digital 
technologies and there is impact in products, business processes, sales channels, and 
supply chains. Increases in sales or productivity, innovations in value creation, as well 
as novel forms of interaction with customers, among others are some benefits of 
digitization. 
E-commerce is broad.  It includes all aspects of trading such as commercial market 
making, ordering, supply chain management, and the transfer of money. The key to the 
E-commerce revolution is the Internet. There are several types of e-commerce 
activities. The major types of e-commerce are: Business to Business (B2B), Business 
to Public Authority (B2G), Citizen to Public Authority (C2G) and Consumer to 
Consumer (C2C). 
Each business must undertake its own advertising. Social media like Facebook 
Instagram, Twitter, Pinterest, Snapchat have opened the door for businesses to 
communicate with millions of people about products and services and have opened new 
marketing opportunities in the market. Thus, through these networks’ businesses can 
increase their revenue. Online tools are more influencing than traditional methods of 
communication. Marketing managers who are not able to utilize the importance of the 
Internet in their business marketing strategy will be at disadvantage because the Internet 
is changing the brand, pricing, distribution and promotion strategy. Nowadays, all the 
digital businesses use Google Analytics for checking the traffic and collecting data 
about their audience. The integration of Google Analytics with WooCommerce helps 
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the business gain insights for product sales. If you combine Google Analytics with 
WooCommerce, you will be leaded to the best results for your business. 
The purpose of this dissertation is to implement all the above processes in a small 
company, which is the eshop Fashiontrend.gr with woman clothes. 
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2. The idea of Digital Marketing 
2.1 Digital Transformation 
2.1.1 The evolution into a digital era 
 In recent years, the expansion of the Web has offered businesses a new range of 
communication, penetration into markets and growth capabilities. The main leverage 
was the rapid technological advances, with a significant innovation in web 
development, facilitating web browsers accessing graphics (and multimedia) in general, 
and enabling the general public to navigate easily and quickly into cyberspace. The 
result of that was the appearance of the terms of e-commerce and e-business. Until 
recently, the business world had a clear distinction between the fields of administration, 
production, sales and marketing. Today, all of these fields have been associated, under 
concepts (SCM, CRM, ERP), which deal with the integration and availability of 
information. The road to information passes through computer systems. The meaning 
of doing business has evolved into doing e-business(Berman, 2012). 
 Entrepreneurial activity through the Internet is e-Business, combining traditional 
business activities with the rapidly developing Information and Communication 
Technologies (ICT). E-business involves the purchase and sale of goods or services by 
electronic means of immediate response, but it also covers other aspects of e-business, 
such as commissions, inventory control, customer support but also many more sectors. 
Thus, such e-activities are considered to be management of production as well as 
logistics and supply chain management. E-business can be considered as a superset 
concept in relation to the individual concepts of other e-commerce activities, such as e-
commerce, banking (e-banking), e-work, e-conference, etc(Kane et al., 2015). 
 Online business is generally used in the broader sense of the term than the rest. In 
particular, it is a set of intra- and inter-business strategies but also advanced information 
and telecommunication technologies designed to automate and simplify business 
processes, reduce costs, improve the quality of products and services provided, to 
increase the quality and speed of delivery establishing "personalized" relationships with 
trading partners (ie businesses) and final consumers(Matt, et al.,2015). 
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E-business can be broken down into three basic (but not exclusive) levels:  
• Internal organization: Describing the use of electronic communication for the 
internal functions of a business.  
• B2B or Business-to-Business: Refers to business-to-business sales. It could be 
called as wholesale e-commerce. The process is two-way and includes the 
purchase and sale but also elements that are important to the operation of the 
business, such as future availability, payment terms or delivery times of a patch. 
• B2C or Business-to-Consumer: Refers to business sales directly to final 
consumers. It could also be called as  retail e-commerce. Typical examples are 
sales of books, computers or even paid magazines (Westernan et al., 2012). 
 
2.1.2 Advantages of digital transformation 
There are many advantages that can be obtained by the digital transformation of a 
business today. The advantages considering the operating process of the digitalized 
form of a business can be found within every sector of it. Therefore some of them are 
(Berman, 2012):  
• Improving the organization and processes of the business (eg more efficient 
supply chain management, better inventory control).  
• Marketing (global presence capability, direct business and customer 
interaction, constant updating of business products / services).  
• Access to new markets.  
• Reduction of direct costs.  
• Faster delivery of products. 
• Better customer service.  
• Strengthening-promoting the public image of the business. 
• Business Transformation 
• Utilization of new technologies.  
• Personalized customer relationships. 
• New product capabilities.  
• New operating models.  
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• Alternative channels of sales but also new channels of promoting products and 
services (Kane et al., 2015). 
Apart from the advantages that a business can have moving in the digital era, there are 
significant advantages for the consumers too. Some of them are:  
• Purchase 24/7 from the comfort of their current state. 
• Reduced prices of products / services - substantial discounts. 
• High speed transactions.  
• Comfort within the markets. 
• Access to new markets and products.  
• Increased competition therefore a greater variety of products / services. 
• Better management of information (search, comparison).  
• Support (before, during and after purchase).  
• Participation in e-auctions and communities etc (Matt, et al.,2015). 
2.1.3 Parameters that affect e-business 
The e-business department of a business depends on many parameters. Some critical 
points for successful e-business are the following:  
• E-business requires investment in time, hardware and software as well as in 
human resources.  
• E-business is a separate business, with different laws and environments. 
• The entrepreneur should take care of the e-store as well as the physical store. 
• Not all products are as easy to market through e-commerce.  
• Different types of products require a different way of marketing in order to 
achieve sales through e-commerce. 
• It is especially important to build trust between the online business and its 
customers. The online customer must have a reason and / or incentive to 
purchase the product. The customer should have no doubt about what he buys 
and how he buys it. «" Online customers "are different from regular customers. 
• There are not any magic solutions that can lead to great profits and benefits. 
• Refunds tend to be eliminated as the market gets transferred to the Internet 
(Westernan et al., 2012). 
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2.2 Digital Commerce (e-commerce)  
2.2.1 Basic forms of e-commerce 
E-commerce can be applied as: a) direct e-commerce b) partial or indirect e-commerce. 
In direct e-commerce, goods or services are ordered online (online) and these products 
are intangible goods or services (eg software, entertainment content). This is why 
payment and delivery can also be done electronically. In indirect or partial e-commerce, 
however, goods can be ordered and paid for online, but they are delivered in traditional 
ways, such as mail and private distribution services. A great advantage for direct or 
pure e-commerce is the support of global e-commerce transactions (Berman, 2012). For 
example, a company running antivirus software can easily operate worldwide, without 
requiring specialized storage facilities for its products around the world once it chooses 
to distribute it electronically. On the other hand, indirect or partial e-commerce depends 
to a large extent on external factors such as the efficiency of transport systems and the 
service system. Many businesses use both forms of e-commerce. For example, the 
company that provides computer protection software Kaspersky distributes its software 
electronically, while the consumer can order the software and pick it up at home or even 
obtain it from a store. Hotel companies use indirect or partial e-commerce because of 
the nature of the services they offer, for which delivery cannot be done over the Internet 
(Fitzgerald et al., 2014). 
 
2.2.2 Parameters that affect e-commerce 
Although there are specific reasons for each business position regarding e-commerce 
adoption, there are some factors that are mentioned in the degree of adoption.  
 Competition from start-ups: Such businesses can motivate established 
companies to take action, especially if the Internet becomes an important sales 
channel for that industry. These businesses can attract large numbers of 
investors and large amounts of investment (eg, venture capital) and thus push 
through the competition on big companies to accept the challenge. Investment 
and retail are good examples of this (Laudon and Traver, 2016).  
11 
 
 Ease of Adaptation to Internet Commerce Features: Consumer analysts on the 
Internet have pointed out that some products and services are more easily sold 
online than others. Information-based products, for example, are typically easier 
to sell online both by other businesses and by end-users than some products that 
buyers need to contact directly, and so available only in stores or in exhibitions. 
This trend helps to understand the growth of the investment and travel sectors 
and establish them as pioneers in the field of e-business (Kane et al., 2015). 
 Presence of Electronic Applications: Top industries in the adoption of e-
business applications have already made some investments in pre-online IT 
applications. For example, the tourism industry has been using electronic 
booking systems for over a decade. Banks have allowed their customers to trade 
with them electronically using automated machinery for over two decades. 
Finally, manufacturers began to use EDI-based trading networks in their 
procurement processes around 1970. To some extent, e-business for these 
industries is an extension of the already-used e-applications to a more 
sophisticated online environment (Zhang et al., 2011). 
2.2.3 E-commerce applications 
As mentioned above, the term e-commerce is used to describe the use of 
telecommunications (mainly networks) for all types of commercial transactions or 
business activities between businesses and individuals. In other words, any 
"commercial" activity, which only a few years ago was possible only through the 
physical presence and mediation of humans or physical media (eg commercial 
correspondence), can now be achieved automatically, electronically and remotely 
(Fitzgerald et al., 2014). E-commerce is therefore any form of business interaction and 
transaction resulting in the purchase or sale of goods and services whose players interact 
electronically over the Internet rather than through physical transactions or through 
physical communication. E-commerce is not an application of a single technology. It is 
more a combination of technologies, notably data exchange (Electronic Data 
Interchange - E.D.I., e-mail), data access and automated data collection. In e-
commerce, business transactions are attempted through various networks. These 
business transactions relate to (Matt, et al.,2015):  
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 Quality performance (better quality, greater customer satisfaction and better 
decision making),  
 Greater financial gain (lower cost),  
 Faster transactions (high speed, real-time interaction). 
The long-term goal of those involved in e-commerce making use of the applications of 
new technologies is to homogenize all the financial functions of businesses and 
organizations. Homogenization should be done in such a way that each activity can be 
executed electronically, easily transfer transaction-related information from one trader 
to another (eg a digital invoice from the seller to the buyer) , to make it easy for any 
member of the e-commerce community to operate (for example, anyone can find the 
pricelist or technical features of the products directly and on their own without the need 
for intermediation) (Laudon and Traver, 2016). 
 
2.2.3.1 Basic categories of e- commerce 
Depending on the parties involved in the transaction, e-commerce can be divided into 
four main categories: a) business - consumer (B2C) b) business - business (B2B) c) 
business - public administration (B2G) - consumer - public administration (C2G) d) 
consumer - consumer (C2C) (Turban et al., 2009). 
2.2.3.2 E-commerce and related fields 
E-commerce as a general concept covers all forms of business transactions conducted 
electronically and using telecommunication networks. It encompasses a wide range of 
activities and the main objective is, of course, the trading cycle, which is to 'trade' 
material goods and services in not just an electronic matter. According to traditional 
selling principles, great attention should be paid to: advertising, promotion of the 
product, facilities provided by merchants, supply, market conditions, pre-sale support, 
support for business operations that have been partially shared, after-sales support 
(Zhang et al., 2011). 
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2.2.3.3 Phases of e-commerce for online businesses 
In order to fully understand the importance of e-commerce, it is necessary to understand 
the main phases an enterprise must go through in order to be able to sell its products 
through the network (Kane et al., 2015). 
Phase 1: Web site development for product promotion 
• Create a page, develop and host a page. 
• Advertising and a first image of products or services. 
• Demand and distribution of information over the Internet. 
Phase 2: Software and Database Management 
• Existence of software for ordering products or services over the Internet. 
• Modern high-end complex technologies require solutions that have the 
capability to manage databases. 
Phase 3: Payment and transaction processing 
• Ability to recognize credit card and order via Internet. 
• Electronic money transfer. 
Phase 4: Electronic Data Interchange (EDI) / Fulfillment and distribution stocks 
• Ability to order electronically via Electronic Data Interchange and a specialized 
customer presence on the Internet.  
• Ability to register orders and situations. 
• Possible to ship a product. 
• Product storage capability 
Phase 5: Provision of support services 
• Product support and specially trained representatives for fulfillment customers' 
specific needs. 
• Support for outbound and incoming direct marketing (Turban et al., 2009). 
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2.2.3.4 Interaction of e-commerce with other business activities 
E-commerce interacts with a large number of business activities such as: 
• Marketing, sales and sales promotion as well as pre-sale offers. 
• Financing and insurance, commercial transactions such as ordering, 
transportation and payment, repair and maintenance-product support, product 
development, distributed work. 
• Use of public and private services, business - public administration 
(concessions, licenses, taxes, etc.). 
• Transportation and accounting of personnel and materials. 
• Public procurement, automatic commerce of digital goods, accounting (Laudon 
and Traver, 2016). 
The whole commercial transaction can be supported electronically including the 
transport (electronic transport of natural goods and services) and of the payment. 
Theoretically there is even the possibility of conciliation with public electronic services 
such as, for example, payment of duties and taxes. Nevertheless, a number of issues 
such as protection, security and legal cover have not yet been settled to form an integral 
part of what is called E-Commerce (Barnes, 2013). 
2.2.3.5 Business to Customers (B2C) 
Business to Consumer category largely corresponds to e-commerce. It is the category 
of all e-commerce applications that are developed to sell products directly to final 
consumers. This category spread rapidly with its development World Wide Web and 
Internet payment technologies. Now there are Internet Internet. Now there are trades. 
Now, there are shopping centers all over the Internet offering every kind of consumer 
goods, from sweets and wine until computers and paintings. Specifically, IT companies, 
the first to enter this e-commerce site, have established a new Internet market and offer 
on-line every kind of Internet product and offer on-line every kind of product-line of 
every kind of product- each type of product of each kind of product- as well as services, 
upgrades and technical support to their customers (Zhang et al., 2011). 
Basic features 
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• It simulates retail trade and is applied by companies which want to sell their 
products or services directly to the finals consumers. 
• Developments are in the form of online stores in which every Internet user has 
access to see and eventually buy them products or services. 
• The online store does not know every 'electronic' customer, given that he can be 
any user of the Internet. 
•  The total value of e-B2C transactions is lower than in the B2B category 
(Ghobakhloo, Arias‐Aranda and Benitez‐Amado, 2011). 
2.2.3.6 Business to Business (B2B) 
E-commerce of this kind involves the conduct of e-commerce transactions between 
businesses and mainly concerns the purchasing of supplies. One an example of Business 
to Enterprise can be a company that uses an order network for its suppliers by taking 
invoices and making payments. This ecommerce category works here and there several 
years, using, in particular, Electronic Document Exchange (EDI) technology, which is 
slowly declining due to the high investment cost is required both by the company and 
its suppliers. In addition, due to investment required in information systems and 
infrastructures, binds both parties, making it difficult at a time when competition is 
intense to seek out and reach other markets as they compatible systems to communicate 
and exchange data (Barnes, 2013). 
In recent years, another form of electronics has begun to grow rapidly business to 
business, called B2B marketplaces. Online B2B shopping is particularly relevant to 
SMEs, as both the cost of adoption and the know-how needed largely covers the 
potential of this business class. B2B is concerned intercompany trade that takes place 
in a chain of management value before the finished product is sold to the final 
consumer. There are several types of intra-company trade (B2B) such as automated 
transactions e-commerce and e-marketplace (Ryan, 2016). 
2.2.3.7 Business to Public Authority (B2G) 
This category includes all business-to-public transactions organizations. For example, 
in the US the details of upcoming supplies governments are publishing on the Internet 
and the responding businesses are concerned - the internet and the responding 
businesses are concerned - and the businesses are responding electronically. At the 
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moment, this category in our country is at an early stage; however, it is foreseen in the 
near future to be adopted by the entire public sector. In addition, administrations should 
provide the opportunity for electronic transactions to cover cases such as duty refunds 
and VAT (Fitzgerald et al., 2014). Within the Greek territory in the period of 2000-
2009 (the period when the Third Community Support Framework was implemented) 
many applications were funded to serve businesses in their dealings with the public 
sector. So, for example, the Ministry of Finance, IKA and OAED are some of the public 
bodies that created applications to establish electronic transactions between businesses 
and the State. A typical application is TAXISnet for Submission, as well as periodic 
and VAT returns, where all processes are carried out over the Internet without the need 
for physical presence at DOY. The purpose of all public bodies is to provide electronic 
services to businesses but also its citizens (Turban et al., 2009).  
 
2.2.3.8 Citizen to Public Authority (C2G) 
The most typical applications of this category are the completion of tax liabilities, the 
provision of certificates, the updating and the processing of other transactions. As 
mentioned in the section above, these services are also provided electronically to 
citizens (eg, tax filing, civil registration etc.). In the current paper we will not deal 
further with this category of e-business (Ghobakhloo, Arias‐Aranda and Benitez‐
Amado, 2011). 
2.2.3.9 Consumer to Consumer (C2C) 
The main applications of this category of e-commerce among consumers are online 
auctions, small ads and more. So, for example, through the network and through 
specific websites are offered for this reason where the consumers can sell products or 
services to any other consumer that might be interested (Zhang et al., 2011).  
 
2.2.4 E-business and internal business operations 
Changing business strategy and integrating new processes of e - commerce in their 
existing internal operation is the key to developing a successful e-business presence 
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achieving its goals but also sustainability. Immediate response to users' demands for 
real services time, today and in the future, will also be the benchmark for evaluating 
the effectiveness of business processes and the new venture. Regardless of its size, the 
changes that a company needs to make depend mainly on its general structure, the type 
of products and services that it offers, as well as the suitability of human resources and 
the entrepreneur's knowledge of the needs of the modern operating environment. The 
modernization of the information system of a company that wishes to be active in an e-
business form is not necessary a condition for its success. A few years ago, the 
definition of a business strategy for the Internet it was rather easy, because small and 
large businesses were using the network as a showcase for their products and as a 
channel for communication with their customers. A lot of things have changed since 
then. Business websites are evolving into product buying sites, sharing information 
with suppliers and distribution channels, customer relationships and staff recruitment 
(Chaffey and Ellis, 2019). 
2.2.5 Business plan for e-business 
Business plan is a useful tool for every type of business .Its purpose is to analyze the 
existing situation (market, business) and to guide the actions of business executives 
towards specific directions and tactics in order to achieve the goals that had been set. A 
business plan is useful for an SME because it can be rally helpful with: 
 the structure and the plan of actions , 
 the making of decisions based on its goals and policies, 
 the recording, analyzing and understanding of the market, consumers and 
competition (Stokes, 2011). 
While at the same time it can be a benchmark demonstrating whether or not the 
objectives have been achieved. The business plan should be clear, understandable and 
realistic. A business plan consists of four main sections: 
1. Internal analysis (business description). 
2. External analysis (market description). 
3. Strategy selection, identification and implementation. 
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4. Financial plan. 
On the Internet anyone can find a large number of business plan templates in order to 
adjust their own business and plan the e-business section. It is important for the 
entrepreneur, regardless of the size of his business, to record the information about his 
business and his external environment and consumer trends, as well as the costs 
involved in adopting new practices (Kannan, 2017). 
2.3 Digital Marketing 
 Advertising as has been said traditionally belongs to the marketing department of a 
business. In small and medium-sized enterprises, however, which do not have a 
specialized division for marketing, the decisions to choose the best promotion mix are 
made by either business partners or the entrepreneur himself. Many times they even 
turn to advertising agencies because of lack of experience in this field. This does not 
diminish the importance of the marketing process (Stokes, 2011). On the contrary, it 
turns out that today more than ever, businesses, regardless of their size, have to design 
and implement a projection mix. Given the unfavorable situation of economic 
conditions, downward trends in business turnover, especially the small and medium-
sized ones, and the general economic downturn and crisis that is shaking the markets, 
promoting a company's products or services is very crucial for the company in order to 
secure a market share and increase its sales so it can maximize its profits (Chaffey and 
Ellis, 2019). 
 The network is a space for the dissemination of ideas and information that are the main 
target that connect stakeholders through a framework that enhances communication 
without being restricted within a geographical area. Advertising and marketing is based 
upon this type of communication between the organizations and the interested parts in 
order to fulfill a better and high end service and experience overall(Barnes, 2013).  
2.3.1 Traditional marketing versus modern Digital marketing 
The interactivity of the digital medium and its constant penetration into the everyday 
lives of citizens has made it not only an alternative means of advertising but a key 
medium that has significant advantages over traditional media. Applications such as e-
mail marketing, blog marketing etc. are an essential part of the advertising campaigns 
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that businesses utilize in order to achieve better marketing results. In addition, the 
development of search engines has helped to disseminate information globally and 
change the context of competition for small businesses either even with larger 
companies. This has contributed to the result of low cost investments, establishing its 
effectiveness as an advertising medium where it outperforms traditional media 
(Ghobakhloo, Arias‐Aranda and Benitez‐Amado, 2011). 
Establishing a business website within the global network as a means of advertising and 
promotion is the basis or the point of starting and ending for the communication and 
advertising policy of a company. The company now has a significant number of 
different tools and techniques to advertise and promote its products. However, most 
tools focus primarily in promoting the website created by the company and creating 
traffic while its ultimate goal is to promote and make sales or being in contact with the 
clients. A business can use a website to promote its products, inform the consumer 
public about the features, properties and their advantages as well as to achieve, in many 
cases online sales (Ryan, 2016). 
The Internet is a great medium for small businesses as they can easily enhance their 
online presence, promote their business and gain new customers. This role is being 
strengthened by the search engines, whose primary purpose is to make it easier for users 
to search for businesses or information that interests them and otherwise would not be 
aware of the existence of these businesses being promoted on search engines (Zhang et 
al., 2011). A simple definition of the search engine is that it is an internet application 
which allows searching for texts and files through a database to collect the intended 
information. Techniques such as keywords that can be used in order to be matched 
immediately with the product and the object of a business can help the user to easily 
and rapidly locate and cover any given need. The use of keywords is vital to the search 
engines in order to match successfully a customer with a website. 
For the immediate promotion of the business website, the options an entrepreneur has 
for the search engines are classified into two main categories, which depend mainly on 
the amount that the budget allows to be spent (Barnes, 2013): 
 Paid promotion so that the business to always appears within the top choices 
 Without placing any paid promotion but using appropriate keywords. For a 
website to be suitable for appearing when related search is done and for the 
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promotion of the information about products provided should become one 
optimization and troubleshooting check. This process is called search engine 
optimization (SEO) and is can be adjusted with the help of the company or the 
person that has created the website. 
Some of the main search engines that are commonly used in order for a business to 
promote its website are google, yahoo, msn, in.gr etc (Ryan, 2016). 
Social Network Apps 
Social networks are a means of communication for Internet users and are known for 
their huge traffic and world recognition. Large portion of users uses them to get in touch 
with other users, to exchange views like but also to promote ideas, and not only. 
Examples of this are Facebook, Instagram, Twitter, Pinterest , Snapchat etc. These apps 
are also offered to increase the customer base of a business by creating ad campaigns 
that promote products or the business itself and generate significant profits. These apps 
are considered to be the main means of media in the modern world globally gaining 
more users yearly (Stokes, 2011).  
An important advantage of social networks is that they offer great opportunities for 
targeting the public. Targeting options apply to many social criteria of their members 
as in terms of demographics, so the business can have better results when promoting 
advertising campaigns. So, for example, on the web page of facebook 
(http://www.facebook.com/pages/learn.php) the steps that are needed to create a 
business profile and attract members to the business are explained thoroughly (Kannan, 
2017). 
Unlike traditional promotional means of advertising, social networks provide 
immediate results, especially with regard to the target group of a specific ad campaign. 
It is the entrepreneur who will determine the profile of the user to whom the ad will 
appear, watching and intervening when corrective actions or adjustments are required. 
The same model for creating ad campaigns adjusts to almost every social media app 
with minor differences (Smith, 2011). 
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2.4 Google analytics 
Google Analytics is Google's business platform. Google Analytics is the business-level 
web analytics solution that provides the entrepreneur with a wealth of information on 
site traffic and effectiveness. Its powerful, versatile and easy-to-use with features that 
allow further analysis about traffic data in a new way. Google Analytics has the 
potential to allow the user to create better targeted ad campaigns, enhancing marketing 
initiatives, and marketing and creativity, creating more high-performing website sites. 
Some reporting capabilities that this tool can extract are the following (Chaffey and 
Ellis, 2019): 
 Advanced Segmentation: Isolates and analyzes subsets of business website 
traffic. 
 
Picture 2.4.1 
 Custom Reports: Provides the ability to create, store and process reports 
transforming it to organized information in the exact way that someone wishes. 
A drag and drop interface allows to select the desired measurements and to set 
multiple levels of secondary references. Once created, any custom reports are 
available for as long as desired (Stokes, 2011). 
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Picture 2.4.2 
 Dashboards: Dashboards gather all the information you need in a custom 
dashboard that can be sent via email to other interested parties for further 
processing of the analysis. 
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Picture 2.4.3 
 Analytics Intelligence: Google Analytics tracks reports and alerts automatically 
for significant changes to data patterns. 
 Custom Variables: Custom variables allow multiple, even concurrent, tracking 
segments to be defined based on data on the visit, session, or visit level. The 
custom variables give the ability and flexibility to customize Google Analytics 
and collect only the site data that is most relevant and important for the business 
(Kannan, 2017). 
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Picture 2.4.4 
 Export data: Allow data export with data export API of Google Analytics or 
send an email and export the data directly from the Google Analytics interface 
to Excel, CSV, PDF files and tabbed files(Smith, 2011). 
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Picture 2.4.5 
2.5 Woocomerce 
WooCommerce is a free open source plugin which converts the site developed by 
Wordpress from a simple blog (Blog) to a complete online store containing product 
categories, gallery with photos, shopping cart, user registration and various other tools. 
It made its appearance on September 27, 2011 and since then it has become one of the 
most popular e-shop platforms. It already counts 24 million installations and is used in 
28% by the online stores on the web globally. Created by Woothemes and acquired in 
May 2015 by the company Automattic which is responsible for wordpress.com and one 
of the key contributors to its development. Woocommerce is one tool that greatly assists 
the creation of the store as it helps with the registered products but also with customer 
orders (Smith, 2011). 
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Picture 2.5.1 
The integration of Google Analytics with WooCommerce helps the business gain more 
insights about the users’ integration with the e-commerce website but it can also help 
with product development and insights for product sales. There are a lot of variables 
that can be adjusted using Google Analytics with WooCommerce such as 
demographics, user behavior, promotion results and many more that can be really useful 
in shaping the website (e-shop) in order to achieve maximum sales as well as sufficient 
budget using and specific targeting when forming marketing strategic promotions of 
products so that can lead overall to better results (Das, 2018). 
3.  Design and implementation  
3.1 Brand – Logo  
The digital marketing strategy that is going to be implemented is an e-shop of women 
clothes. The name of this company is Fashiontrend.gr. The name was selected based on 
the keywords/ queries that the most people are using in google search engine when they 
are interested in buying clothes with the help of keyword planner1. The name of the 
online shop should be small and easily understandable by others. We used the 
tool papaki domain name2 to check the availability of this domain, because we cannot 
use a domain name that is already implemented.  
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Fashiontrend.gr is an online shop in Thessaloniki. It is addressed especially to the 
Greek audience and to the people that adore the fashion. The products are specific 
for the most ages. They are trendy, elegant and economical.  In Fashiontrend.gr, you 
can find the latest fashion trends and make your purchase with ease. In the logo of 
Fashiontrend.gr dominates the pink color. Pink is the color associated with 
charm, sensitivity and the romantic. Pink is the color which entice women for this 
reason has been selected. 
 
Picture 3.1.1 
You can follow Fashiontrend.gr in Facebook. Whatever is your style, 
in Fashiontrend.gr you will find something that suits you. Before ending up to 
the selection of this kind of company, I followed a market and customer analysis and I 
tried to see what will be more efficient and profitable in the market. In the following 
pages, we will analyze in detail the market, the audience and the way that we did 
the digital marketing of this online shop. 
3.2 Market analysis 
The industry of fashion is intensely competitive and rapidly evolving, with low barriers 
to entry. According to similar web3, a tool for analyzing the competition, the main 
competitors of Fashiontrend.gr are luigi.com.gr, decoro.gr, forebelle.com, 
cloverfashion.gr, the fashion project.gr, made of grace.com, perfectdress.gr, 
inloveboutique.gr and my fashionfruit.com. If we extend our analysis outside of Greece 
the competition is more, but for now we are going to focus in the Greek market. 
According to this tool, the website with the best global rank is decoro.gr with 
number 126,934 and the online fashion shop with the worst global rank 
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is inloveboutique.gr with number 2,430.814. The higher global rank of a website the 
better and more famous could be. Based on similar web the competitor cloverfashion.gr 
has no data to analyze it. 
  
  
Picture 3.2.1 
  
Picture 3.2.2 
Except from global rank, in similar web we can distinguish the category and the country 
rank which is the traffic rank of the site as compared to all other sites in its leading 
country.  
As is depicted in the similar web, the most traffic in all the competitors come from 
mobile and not from desktop. This phenomenon is very frequent since the innovation 
of mobiles has overwhelmed the world. The site with the more monthly 
visits is luigi.com.gr (356.584), while the site with fewer monthly visits 
is inloveboutique.gr (11.787).   
 Traffic sources on desktop  
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Users arrive at your website through a variety of sources, including search engines, 
social networks, and advertising campaigns. Most of our competitors have traffic 
source mainly from direct, social and organic search. Direct is the traffic of 
visitors either by typing the URL into the browser’s address bar, clicking on a 
bookmark or clicking on a link in an email or chat message. Social is the traffic from 
social media networks such as Facebook, Instagram, Pinterest. Organic search is the 
traffic from search engines such as Google, Bing and Yahoo.  
  
 Picture 3.2.3 
 Picture 3.2.4 
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 Picture 3.2.5 
 Picture 3.2.6 
Marketing Channels  
Regarding to social traffic, based on the tool similar web, Facebook is the most 
widespread platform for all the sites, then is following You Tube and Instagram for 
Luigi, Decoro, Forebelle and Fashion Project. From this correlation we could end up 
that is beneficial to develop more our advertisements on You Tube and 
Instagram. Instagram is better for influencer marketing and free exposure, 
while Facebook remains the best for visibility with older age groups. Facebook tries to 
be more about personal interactions and sharing content with people you 
know. Instagram, though, places more emphasis on discovery and observation and less 
on interaction. In our campaigns because our target audience is younger than 50 years 
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old, we should focus mainly on Instagram and You Tube, without 
neglecting Facebook. Instagram and You Tube are ideal places for learning 
and discovering new trends.  
  
Picture 3.2.7 
Using another tool, the neil patel4, from where you can learn about your competitors 
and you can outrank them, we can analyze the top seo keywords and the 
top seo pages by country. The top seo pages for Luigi are its official website, 
luigi.com.gr. Other pages are luigi.com.gr/papoutsia/, luigi.com.gr/mpotakia- 
me- takouni/, luigi.com.gr/goves/, luigi.com.gr/pedila/. For decoro is decoro.gr, 
decoro.gr/magio, decoro.gr/palto, decoro.gr/ampigie-foremata. For forebelle.com the 
top seo pages 
are forebelle.com/gr/gynaikeia/plekta,forebelle.com/gr/magio,forebelle.com/gr/plus-
size/magio, forebelle.com/gr/magio-mpikini-mavro-forebelle.  
For the competitor cloverfashion.gr the top pages are cloverfashion.gr/pedilo-
psilotakouno-pon-pon-mple,cloverfashion.gr-accessories/kosmimata/skoularikia-
makria-fountes. Another page is cloverfashion.gr/pantelonia-trousers/panteloni-nude-
psilomeso-zoni-pietes-tsepes and cloverfashion.gr/forema-ginaikeio-makri-tiranta-
halter-volan-kordoni. The top seo pages for perfectdress.gr are foremata-gia-gamo-
vaptisi, bradina-foremata-foremata-vintage. For fashionproject.gr the 
top seo pages are:  
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 Picture 3.2.8 
Made of Grace.com  
 Picture 3.2.9 
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Inloveboutique.gr  
 Picture 3.2.10 
Myfashionfruit.com  
 Picture 3.2.11 
According to the neil patel the top seo keywords for the competitors 
of Fashiontrend.gr are depicted below:  
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Luigi.com.gr  
 Picture 3.2.12 
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Decoro.gr
 Picture 3.2.13 
Forebelle.com  
  Picture 3.2.14 
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Cloverfashion.gr  
 Picture 3.2.15 
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Perfectdress.gr  
 Picture 3.2.16 
Fashionproject.gr  
 Picture 3.2.17 
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Made of grace.com  
 Picture 3.2.18 
Inloveboutique.gr  
 Picture 3.2.19 
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Myfashionfruit.com  
 
Picture 3.2.20 
 The tool google trends5 helped me to see search terms, thoughts of people and 
trends. With google trends you could improve your performance your 
brand’s marketing of your online business and more.  
Observing the picture below, we conclude that the keyword/query with the biggest 
respondence is the search term of women clothes. It is higher than the search term of 
mobile phones. For this reason, I invested in the market of fashion for women, because 
the profits will be more. The women are the dominant of the market, are those that are 
more addicted to buying the fashion trends for their stylish. From the graphic, is 
depicted that the most famous key phrase are the women clothes, are following the 
clothes for babies, after are the mobile phones and the last one is the sport clothes.   
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Picture 3.2.21 
 The audience from Thessaloniki city is at the first rank for searching the term women 
clothes. Then is following Patra and last is the capital of Greece, Athens.   
 Picture 3.2.22 
In the below images, there are some of the top related search terms, and we can 
deduce that there are people who are interested in bigger sizes. So, it would be a 
great chance to invest in that audience in the near future because there is not a 
big variety for clothes of big sizes. The keyword of women clothes with big sizes is 
appearing two times, which means that there is lack of this kind of online 
woman fashion shops.  
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 Picture 3.2.23 
 
Picture 3.2.24 
3.3 Customer Analysis  
A customer analysis (or customer profile) is a critical section of a company's business 
plan or marketing plan. It identifies target customers, verifies the needs of these 
customers, and then how the product satisfies these needs. A customer profile is a 
simple tool that can help business better understand current and potential customers, 
thus they can increase sales and grow their business. There are different methods to 
determine target audience segments. I have used Mark Sherrington’s “5W” 
methodology.  
A. Persona 1  
What – Clothes that combine latest fashion trends and are attractive.  
Who – Undergraduate women aged 18-24, living in Greece and especially 
in Thessaloniki, thinking about modern fashion style. They have modern gadgets and 
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accounts on all popular social media. Generation Z-ers are high users of social media, 
tending to share stories through videos and pictures and favoring emojis over words in 
communicating with friends. They multi-task across five different devices regularly.  
Why – They are interested in buying new, cheap clothes, since they 
are college students and want to take care of their appearance.  
Where – They will buy on their phones, so the company will sell the shoes through its 
official website.  
When – When they realize that they want to renew their clothes and they want to make 
an impressive appearance for a specific event.  
 
B. Persona 2  
What – Clothes that are both comfortable and elegant, since the latter is required by 
the daily dress code.  
Who – Women aged 25-40, living in Greece, most are college graduates, well-
educated people. They have a career and a busy lifestyle. They do not have time to go 
to shops and they prefer to shop online. They want to be in fashion and make financial 
choices.  
Why – They want to be comfortable and look pretty during the whole day.  
Where – The company will sell the shoes through a website.  
When – When they realize that there are clothes that can combine formal and semi-
formal look and be elegant  
C. Persona 3  
What – Clothes that are trendy and comfortable for all the types of a body.  
Who – Women aged 25-40, living in Greece, who are mothers and have a family. They 
work hard, they do not have time for themselves and they also do not have a lot of 
money, but they want to be well looking.  
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Why – They want simple fashion clothes. Their appearance is not a priority 
for them, but they want to follow the fashion trends.  
Where – The company will sell the clothes through a website.  
When – When they realize that their family and their lifestyle, making them to forget 
their appearance.  
  
 3.4 Implementation  
Today the business environment is fast-changing so, it’s extremely important to be able 
to respond to client needs in the most effective and timely manner. If your customers 
wish to see your business online and have instant access to your products or services. If 
you want to develop an e-commerce website, a number of Technologies must be 
studied and understood. These include multi-tiered architecture, server and client-side 
scripting techniques, implementation technologies such as, programming 
language, relational databases and many other. An online store is a virtual store on the 
Internet where customers can browse the catalog and select products of interest. The 
selected items may be collected in a shopping cart. At checkout time, the items in the 
shopping cart will be presented as an order. At that time, more information will be 
needed to complete the transaction. Usually, the customer will be asked to fill or select 
a billing address, a shipping address, a shipping option, and payment information such 
as credit card number. An e-mail notification is sent to the customer as soon as the order 
is placed.   
In order to create the Fashiontrend.gr website, we used 
the WordPress6. The WordPress platform is flexible, scalable and free to use 
it. WordPress is an open free source website creation tool. In WordPress we installed 
the WooCommerce plugin.  Every WordPress site needs a SEO plugin. When it comes 
to SEO plugins, Yoast SEO is by far one of the most popular options. WordPress SEO 
is a complex topic, though. And to address that, Yoast SEO has built  complex features 
to give you pinpoint control over your site’s SEO.  
The steps in order to upload the products are the following:  
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1. We select from the left column, the category products, we name the product and 
we describe it with the most significant keywords.  
 Picture 3.4.1 
2. If we move down, we have the Yoast SEO. Here, we put a focus key phrase. 
Yoast SEO helps us to see if our SEO and the readability of the text include all the 
keywords to be appeared first in google search engine.  
 Picture 3.4.2 
3. We press edit snippet to fill in the SEO title and meta description of the product.  
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 Picture 3.4.3 
4. In the last step, is appearing the results of the analysis where it explains what is 
needed improvements and which problems should be solved for the best SEO.  
 Picture 3.4.4 
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3.5 Digital Marketing  
The digital marketing of the fashiotrend.gr has be implemented by different 
methods. We integrated Business Manager in Facebook to run and track our ads. In 
this way, we can increase the traffic in our website and the goals of the company. 
After the analysis in Google Analytics we decided that the posts in 
Facebook should be published in specific hours according to the traffic of the 
visitors. The hours are the following: 9:30 am,11:30 am,1:30 pm, 3:30pm, 5:30 
pm, 8:30 pm and 11:30pm.      
  
 
 
 
 
 
   Picture 3.5.1 
 
 
 
 
 
 
 
 
 
 
 
 
 
47 
 
Picture 3.5.2 
 
  
Picture 3.5.3 
  
 
 
 
 
 
 
 
 
 
    Picture 3.5.4 
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Picture 3.5.5 
  
Picture 3.5.6 
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 Picture 3.5.7 
In the posts of Facebook we should emphasize in 
the attractive details of the clothes, putting emojis. Also, it is beneficial to copy th
e link of the website and paste it as bitly, which is small and more good-looking. 
We can create as many posts as we want and then program the date and time that 
we want to appear. 
Another way to promote your products is the Fb Ads. Facebook advertisements ar
eimportant because they allow you to target a specific audience based on age, inter
ests, gender, demographics and location. 
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 Picture 3.5.8 
 Picture 3.5.9 
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 Picture 3.5.10 
  
Picture 3.5.11 
The steps for the Facebook advertisement are simple. We are focusing on the traffic of 
the website, we are targeting a specific audience group and we determine the daily 
budget, which is 5€. 
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4. Discussion  
4.1 Results  
After thoroughly gathering information from our literature and analyzing the 
digital marketing strategy that we adopted to Fashiontrend.gr, we can present in 
this chapter our results. Specifically, the results of this study arise from the 
Google Analytics7 and we have data of how the visitors are using our website. 
Google analytics helps us to see from which devices the visitors come to our 
website. As depicted in the picture, the most people, around 87.08%, use mobile 
phones which are either smartphones or handheld console games. They also use 
desktops such as laptops and netbooks 10.65% and the last device that they use 
are tablets 2.27% to visit the site. Most important data points to analyze are: 
 What device is your traffic coming from? (mobile, desktop, tablet) 
 How much traffic that device generating? (session) 
 Are visitors viewing one page and leaving? (bounce rate) 
 How long are visitors staying on your website? (Avg Session Duration)  
 How well is that device converting? (conversions) 
 
 
Picture 4.1.1 
Furthermore, the results indicate that the conversion rate is high (10.067.36 €), which 
means that there is profit and our website and the campaigns affect the women το buy 
clothes.  The analysis confirms that the most visitors in Fashiontrend.gr are women and 
only the 11.7% are men. Our products and our website are not indifferent to the woman 
audience. The target audience concludes also the ages that we aimed in customer 
analysis which is 18-44 years old. All these data suggest that the job   
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we did was as successful as the market analysis of focusing on the most profitable 
industry that are the woman clothes. 
 
Picture 4.1.2 
Google Analytics can also show us what our audience is interested in elsewhere on the 
web. This can help us identify advertising targets, cross-selling opportunities, new 
marketing strategies, content ideas, and much more. We can attract people who are 
interested in food, shopping, beauty, fitness, traveling to expand our presence and 
increase our sales. 
 
Picture 4.1.3 
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 4.2 Future Directions  
The experience of applying a digital marketing strategy to a small company was 
unique. Through the market analysis and the persona analysis, I learned to 
research about the competition and to decide what is better for my company and 
more profitable by different tools. With the implementation of WordPress and 
with Google Search Optimization I understood how to be unique and 
impressive. The Facebook advertisements, the specific posts in Facebook, 
Google analytics were very helpful for me to promote the products, to know the 
interests and the demographics of my customers in order to become more 
personalized in the future, expanding our target group to abroad or to other ages, 
putting more products in Fashiontrend.gr like shoes, glasses bigger sizes and 
other woman accessories. One thing that we should improve in the future is the 
percentage of bounce rate which is almost 50% and we should eliminate the 
average, solving problems that the website probably has, when the visitors are 
coming to our website. The performance of the website is important because the 
products must be easily selected and ordered in the cart. Many people are 
leaving websites because they cannot find their payment system. For this 
reason, the website performance is incredibly important. We should also invest 
to other social media channels like You Tube and Instagram with ads. 
 
5. Conclusion 
We conclude our review that applying a digital marketing strategy to a small 
company is very beneficial to increase the profits of a business. Internet and 
social media have overwhelmed the world. Nowadays, there are digital 
technologies that impact the internal and external processes of a company. 
There is digitization and the term of e-commerce. Based on the above 
information, through the literature review, we researched the advantages of 
digital transformation, the basic forms, categories, features and the types of e-
commerce. Also, we conducted a market analysis in order to discover the 
competitors of Fashiontrend.gr, using different tools that are important for the 
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analysis. We created personas because we wanted to focus on specific target 
groups. 
In the next chapter, we explained the way we uploaded the products of our 
eshop, how Search Engine Optimization helped us to use the right keywords in 
google search. We analyzed the digital marketing ways that we implemented 
for advertising our products.  Posts in Facebook and Facebook Ads are the key. 
Discussing our findings, we conducted a further investigation through Google 
Analytics, to see how the visitors are using our website in what they are 
interested and which problems we should solve to have more traffic and 
revenue. We believe that applying a digital marketing strategy is a method that 
affect all aspects and fields of a business since, digital technologies and tools 
foster the innovation and collaboration. Fashiontrend.gr with all these 
capabilities will manage to stand out from other competitors and via its ads and 
SEO to increase traffic and sales and of course to expand its presence in other 
markets. 
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7. Tools used for digital marketing 
1. Google Keyword Planner 
2. Papaki Domain 
3. SimilarWeb 
4. Neilpatel.com 
5. Google Trends 
6. Wordpress.com 
7. Google Analytics 
 
 
 
 
